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Rationale
Community relations is a valuable tool to the
success of every organization. Even nonprofit
organizations like public universities struggle to
thrive if there are poor relations between the
organization and its community. The essence of
university-community relations is to create a
mutual benefit for both sides. However, Bruning et
al. (2006) argue that instead of creating mutually
beneficial relations, many universities have viewed
the community as a “client” and “focused their
efforts on fulfilling contractual responsibilities to
ensure the flow of federal dollars” (p. 126). Little
empirical effort has been made to identify how
universities use marketing and communication as a
community relations tool to create a positive image
in their local communities. Also, our knowledge of
the strategies that universities follow to manage
crises with their communities is obscure.

“Instead of creating mutually beneficial
relations, many universities have viewed the
community as a client and focused their
efforts
on
fulfilling
contractual
responsibilities to ensure the flow of federal
dollars.” (Bruning et al., 2006, p. 126)

Research questions
What activities does UMC engage in to create a
positive image in the university’s local communities?
What strategies does UMC follow to manage
crises between the university and its communities?

Method

Objectives

6 participants
2 females; 4 males

Fig. 2 & 3 showing the research design

Fig. 3

Fig. 4 shows Braun and Clark’s 6-step
thematic analysis process

To explore the activities that a University
Marketing and Communications (UMC) office in a
midwestern university in the United States engages
in to create a positive image for the school.

Conclusion

Activities UMC engages in

The study showed that community relations go a long
way to benefit both universities and their local
communities. Therefore, universities must view the
practice as a dialogical process to create a common
ground for satisfying the needs of both parties.

Campus-related activities: These are activities such
as homecoming and festivals that bring community
members to the university campus.
“A lot of what we are doing is just telling people outside
our university about the good things that are happening
here”

Community-related activities: This involves
activities such as photo shooting and filming to raise
spirit in the local communities and pride for the
university. UMC also has a branding committee in
the community.

Participants:

Fig. 2

Results

“For our community engagement publication, we have
gone out and done some films and video components to
go along with articles that appear in the magazine”

Social intervention activities: UMC is involved in
solving social problems through publication of
stories and educating the community members about
available resources for mental health and legal issues.
“We are committed to helping people with mental
illness. We have these programs in place and here is
where you go if you need that help”

Partnership with the public: UMC works with the
public whenever an issue blows up and informs the
public how they are solving the issue.

References

“Trying to make excuses or trying to get into an
argument does not work”

Honesty, candor and openness: Participants
disclosed that the best strategy to manage a crisis is
to always tell the public the truth about the crisis.
“I think the best strategy is to be honest…and that is
one thing that has been key in my job for me
personally. I do not want to print lies”

Respond in timely fashion: Participants explained
that they do not rush to respond to crises. They take
their time to design a message while at the same time
maintaining credibility.

Fig. 4

Second, the study examined community relations
from the perspective of a university. Future studies
exploring university-community relation may focus on
community members’ perspective.

UMC’s crisis management strategies

“I thinks things that would work is consolidation and
unification of ideas…to do that, you have to engage
those in the appropriate positions”

To explore the media strategies used by UMC in
the execution of their activities.

The study was conducted at only one university in
the Midwest in the United States. Therefore, it would
be helpful to replicate the study in more than one
university in different States across the country.

Finally, the results of this study heavily rely on the
experiences of only six participants. Future research
may recruit more participants for a broader scope.

Coordination and collaboration with credible
sources: In times of crisis, UMC teams up with
university administration, campus police, media
relations and emergency operations.

To examine the strategies the UMC adopts to
manage crises with the university’s local
communities.

Limitations and
future directions

“Rushing into a response can oftentimes create more
issues. I think it is important to work in a really timely
manner…”
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